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1Abstract—'HVSLWH WKH FRQVLGHUDEOH ERG\ RI OLWHUDWXUH
LQYHVWLJDWLQJ WKH LQIOXHQFH RI1DWLRQDO&XOWXUH 1& GLPHQVLRQV RQ
FRQVXPHU EHKDYLRXU WKHUH LV D ODFN RI VWXGLHV FRPSDULQJ WKH
LQIOXHQFH RI 1& LQ $IULFD ZLWK :HVWHUQ (XURSHDQ FRXQWULHV 7KLV
VWXG\LVLQWHQGHGWRILOO WKHYDFXXPLQNQRZOHGJHE\H[SORULQJKRZ
1& DIIHFWV FRQVXPHU EX\HU EHKDYLRU LQ 1LJHULD DQG WKH 8QLWHG
.LQJGRP7KH SULPDU\ GDWDZHUH FROOHFWHG WKURXJK LQ GHSWK VHPL
VWUXFWXUHG LQWHUYLHZV FRQGXFWHG ZLWK WKUHH JURXSV RI LQGLYLGXDOV
%ULWLVK VWXGHQWV 1LJHULDQ VWXGHQWV LQ WKH 8QLWHG .LQJGRP DQG
1LJHULDQEDVHG VWXGHQWV7KLV DSSURDFK DQG QHZ IURQWLHU WR DQDO\]H
FXOWXUH DQG FRQVXPHU EHKDYLRXU FRXOG KHOS XQGHUVWDQG UHVLGXDO
FXOWXUDO WKUHDGV RI SHRSOH WKDW DUH LQJUDLQHG LQ WKHLU EHLQJ
LUUHVSHFWLYHRIH[SRVXUHWRRWKHUFXOWXUHV7KHILQGLQJVRI WKLVVWXG\
VKRZ WKDW 1LJHULDQ DQG %ULWLVK FRQVXPHUV GLIIHU UHPDUNDEO\ LQ
FXOWXUDO RULHQWDWLRQV VXFK DV V\PEROV YDOXHV DQG SV\FKRORJLFDO
VWDQGSRLQWV7KLV XOWLPDWHO\DIIHFWV WKHFKRLFHVPDGH DW HYHU\VWDJH
RI WKH GHFLVLRQ EXLOGLQJ SURFHVV DQG SURYHV EHQHILFLDO IRU
LQWHUQDWLRQDOUHWDLOPDUNHWLQJ

Keywords—1DWLRQDO FXOWXUH FRQVXPHU EHKDYLRXU LQWHUQDWLRQDO
EXVLQHVV1LJHULD8.
,,1752'8&7,21
/2%$/,=$7,21 QRWZLWKVWDQGLQJ QXPHURXV FULWLFLVPV
DJDLQVWLWLVJHQHUDOO\VHHQWRGHHSHQLQWHUFRQQHFWHGQHVV
DPRQJ QDWLRQV HFRQRPLFDOO\ WHFKQRORJLFDOO\ SROLWLFDOO\ DQG
FXOWXUDOO\ ,Q WRGD\¶V HFRQRP\ WKH JOREDOLVDWLRQ RI EXVLQHVV
DQG WKH PDUNHWSODFH KDYH LQFUHDVHG DQG LQWHUQDWLRQDO
EXVLQHVVHV DUH JURZLQJ OLNH QHYHU EHIRUH PDLQO\ EHFDXVH
FRXQWULHV FDQQRW EH FRPSOHWHO\ DXWRQRPRXV 7KXV
RUJDQLVDWLRQVDOORYHU WKHZRUOGPXVWEHSUHSDUHG WRFRQGXFW
WKHLU EXVLQHVVHV HIIHFWLYHO\ LQ D JOREDO FRPSHWLWLYH
PDUNHWSODFH>@
$ FXOWXUH VKDSHV OLYHV DQG EXLOGV WKH SHUVRQDOLW\ RI DQ
LQGLYLGXDO $FFRUGLQJ WR >@ FXOWXUH KDV µQDWXUDO¶ DQG
µDXWRPDWLF¶HIIHFWVRQEHKDYLRXU,WLVDVVXPHGWRWULJJHUHYHU\
EHKDYLRUDO HOHPHQW >@ ,Q WKH PDUNHWLQJ ZRUOG HYHU\
FRQVWUXFWRI FRQFHUQ WRPDUNHWHUV LV LPSDFWHGE\FXOWXUH >@
&RQVHTXHQWO\ FXOWXUH GHWHUPLQHV KRZ SHRSOH FKRRVH WR EX\

0RKDPHG+DIIDUDQG*ERODKDQ*EDGDPRVLDUHZLWKWKH+XPDQ5HVRXUFHV
DQG 2UJDQL]DWLRQDO %HKDYLRU )DFXOW\ RI 0DQDJHPHQW %RXUQHPRXWK
8QLYHUVLW\ 3RROH %+ %% 8. SKRQH 
 HPDLO PKDIIDU#ERXUQHPRXWKDFXN
JJEDGDPRVL#ERXUQHPRXWKDFXN






WKHLU VXFFHVV LQ YDULRXV LQWHUQDWLRQDOPDUNHWV8QGHUVWDQGLQJ
FXOWXUH LV LPSHUDWLYH WRGD\ EHFDXVH RI LWV EHOLHYHG VWURQJ
LQIOXHQFHRQFRQVXPHUEHKDYLRU>@
(PSLULFDO UHVHDUFK LQYHVWLJDWLQJ WKH UHODWLRQVKLS EHWZHHQ
1& GLPHQVLRQV DQG FRQVXPHU EHKDYLRXU GDWHV EDFN WR WKH
V VHHDPRQJRWKHUV >@DQGKDVIORXULVKHGVLQFH WKHQ
<HW WKH VHDUFK IRU DQ LPSURYHG XQGHUVWDQGLQJ RI 1& ±
FRQVXPHUEHKDYLRXUUHODWLRQVKLSFRQWLQXHV
$ UHYLHZ RI UHOHYDQW OLWHUDWXUH RQ FRPSDUDWLYH FURVV
FXOWXUDO HIIHFW RQ FRQVXPHU EHKDYLRU UHYHDOHG WKDW PDQ\
DXWKRUV KDYH FRPSDUHG WKH LQIOXHQFH RI 1&V VXFK DV -DSDQ
%UD]LODQG86$RQFRQVXPHUEX\HUEHKDYLRXU>@+RZHYHU
YHU\ OLPLWHG VWXGLHV KDYH FRYHUHG D FRPSDUDWLYH VWXG\ RI
1LJHULD DQG WKH 8QLWHG .LQJGRP 7KH UHPDUNDEOH FXOWXUDO
GLIIHUHQFHV EHWZHHQ WKH WZR FRXQWULHV VXJJHVW WKDW
LQWHUQDWLRQDO PDUNHWHUV VKRXOG FRQVLGHU XQGHUVWDQGLQJ WKH
FXOWXUH RI ERWK FRXQWULHV DQG WKHLU HIIHFW RQ FRQVXPHU
EHKDYLRU LQ RUGHU WR GHYHORS HIILFLHQW EXVLQHVV VWUDWHJLHV
0RUHRYHU WKH UHVHDUFK SURYLGHV D EDVLV WKDW UHLQWHUSUHWV
FRQWHPSRUDU\ UHVHDUFK RQ FURVVFXOWXUDO LQIOXHQFH RQ
FRQVXPHU EX\LQJ EHKDYLRXU ZKLOH LGHQWLI\LQJ DUHDV IRU
DGGLWLRQDOUHVHDUFK
,,1$7,21$/&8/785(
'HILQLQJ 1& FDQ EH GLIILFXOW DQG GHEDWDEOH WKHUHIRUH
YDULRXV GHILQLWLRQV RI WKH WHUP µFXOWXUH¶ FDQ EH IRXQG LQ WKH
OLWHUDWXUH 7KLV LV GXH WR GLIIHUHQFHV LQ RULHQWDWLRQ RI WKH
GHILQHUV >@ 5HIHUHQFH >@ GHILQHV 1& DV D VXP RI VKDUHG
YDOXHVDQGQRUPVDUWLFXODWHGLQWKHEHKDYLRXURIWKHPHPEHUV
RIDJURXS&RQYHUVHO\>@DJUHHVWKDWLWLVOHDUQHGIURPDQG
VKDUHG DPRQJ WKH SHRSOH RI D VRFLHW\ DQG WKHUHIRUH KH





VRFLDOO\ IURP JHQHUDWLRQ WR JHQHUDWLRQ &XOWXUH LV PXWXDO
PHQWDOLQGRFWULQDWLRQZKLFKGLIIHUHQWLDWHVWKHDIILOLDWHVRIRQH
JURXSIURPWKHRWKHU>@$FFRUGLQJ WR>S@³FXOWXUH
FRPSULVHV RI SDWWHUQV H[SOLFLW DQG LPSOLFLW RI DQG IRU








World Academy of Science, Engineering and Technology
International Journal of Social, Behavioral, Educational, Economic, Business and Industrial Engineering Vol:10, No:8, 2016 


























































HVSHFLDOO\ WKHLU DWWDFKHGYDOXHV FXOWXUH V\VWHPVPD\ RQ WKH
RQHKDQGEHFRQVLGHUHGDVSURGXFWVRIDFWLRQRQWKHRWKHUDV
FRQGLWLRQDO HOHPHQWV RI IXWXUH DFWLRQ´ :KDWHYHU GHILQLWLRQ
DVVLJQHGWRFXOWXUHLWXQLTXHO\LGHQWLILHVDJURXSVRISHRSOH
3HRSOH¶VLGHQWLW\LVXVXDOO\HQVKULQHGLQWKHLUFXOWXUH,GHQWLW\
LV WUHDVXUHGE\FXOWXUDOSHRSOH >S@DQGUHIOHFWHG LQ WKH
IRRG WKH\HDWZKDW WKH\ZHDU WKHLU ODQJXDJHYDOXHVQRUPV
SULVPVIURPZKLFKWKH\YLHZOLIHDQGDOOLWHQFRPSDVVHVDQG
XOWLPDWHO\WKHLUSXUFKDVHGHFLVLRQV
0DQ\ VFKRODUV GHYHORSHG FURVVFXOWXUDO IUDPHZRUNV0RVW




+RIVWHGH GHYHORSHG ILYH 1& GLPHQVLRQV WR GHFUHDVH WKH
FRPSOH[LW\ RI FXOWXUDO VWXGLHV KLV GLPHQVLRQV LQWHUSUHW
FXOWXUDOYDOXHVDQGEHKDYLRXUSDWWHUQVIRUQXPHURXVFRXQWULHV
>@ DQG GLVWLQJXLVK WKH GLIIHUHQFHV EHWZHHQ FXOWXUHV >@
7KHVHGLPHQVLRQVDUH ³3RZHU'LVWDQFH 3', ,QGLYLGXDOLVP
,'90DVFXOLQLW\0$68QFHUWDLQW\$YRLGDQFH8$,DQG
/RQJWHUP2ULHQWDWLRQ/72>@6HYHUDOVFKRODUVDUJXHWKDW
LQGLYLGXDOLVP DQG 8$,´ DUH ERWK FULWLFDO WR FRPSUHKHQG
PDQDJHULDOEHKDYLRXUV>@
0DQ\ UHVHDUFKHUV KDYH FULWLFLVHG +RIVWHGH¶V ZRUN
DSSHDOLQJ WKH\ ZHUH GHYHORSHG DERYH WKLUW\ \HDUV DJR
VXJJHVWLQJWKH\PD\EHRXWGDWHG>@,QUHVSRQVH+RIVWHGH
FODLPVWKDWFXOWXUHFKDQJHLVVORZDQGFKDQJHVZRXOGKDYHWR
EHYHU\GUDPDWLF WR LQYDOLGDWHKLVGLPHQVLRQV WKHUHIRUH WKH\




%ULWDLQ DQG 1LJHULD DUH EHOLHYHG WR KDYH GLVVLPLODU 1&V
EDVHG RQ WKH VFRUHV RI+RIVWHGH¶V GLPHQVLRQV -XGJLQJ IURP
WKHFRPSDUDWLYHDVVHVVPHQWRI+RIVWHGH¶VFXOWXUHGLPHQVLRQV
LQ1LJHULD DQG WKH8QLWHG.LQJGRP LW LV DSSDUHQW WKDW ERWK
VRFLHWLHVDUHPDVFXOLQHEXWGLIIHUPDUNHGO\LQWHUPVRI3RZHU
GLVWDQFHLQGLYLGXDOLVPDQGXQFHUWDLQW\DYRLGDQFH>@
&RQFHUQLQJ 3', 1LJHULD VFRUHV YHU\ KLJK RQ 3', 
ZKLOHWKH8QLWHG.LQJGRPVFRUHVORZLQGLFDWLQJWKDWWKH
PDMRULW\ RI 1LJHULD DFFHSWV SRZHU LQHTXDOLW\ LQ VRFLHW\ DV
JLYHQ DQG QRW WR EH FRQWHVWHG XQOLNH WKH 8QLWHG .LQJGRP
>@
2Q µLQGLYLGXDOLVPFROOHFWLYLVP¶ 1LJHULD KRZHYHU VFRUHV
YHU\ORZXQOLNHWKH8QLWHG.LQJGRPZKLFKVFRUHVDKLJK
 %DVHG RQ WKHVH VFRUHV 1LJHULD LV UHJDUGHG DV D
µFROOHFWLYLVW¶ VRFLHW\ZKLOH WKH8QLWHG.LQJGRP LVHVVHQWLDOO\
DQµLQGLYLGXDOLVWLF¶VRFLHW\>@8QFHUWDLQW\DYRLGDQFHOHYHOV
EHWZHHQ WKH8QLWHG.LQJGRP DQG1LJHULD VKRZ WKDW1LJHULD
VFRUHV  DQG WKH 8.  7KH %ULWLVK FXOWXUDO
FKDUDFWHULVWLFVDFFRUGLQJWRWKH+RIVWHGH&HQWUHDUHUHIOHFWHG




0DQ\ DXWKRUV VXFK DV >@ EHOLHYH WKDW FRQVXPHU
EHKDYLRXU FDQ EH DIIHFWHG E\ VRPH LQWHUQDO IDFWRUV VXFK DV
ORFDO FXOWXUH2Q WKH RWKHU KDQG LW FDQ EH DIIHFWHG E\ VRPH
H[WHUQDO IDFWRUV UHVXOWLQJ IURP JOREDOL]DWLRQ VXFK DV
FRPPXQLFDWLRQ LQIRUPDWLRQ WHFKQRORJ\ DQG LQWHUDFWLRQ >@
>@





&HUWDLQ WKHRULVWV VXFK DV >@ >@ DGPLWWHG WKDW
JOREDOLVDWLRQLVFUHDWLQJDFRQYHUJHQFHRIFXOWXUHZKLFKOHDGV
WR PRUH KRPRJHQHRXV FXOWXUH DGRSWLQJ WKH :HVWHUQ (XUR
$PHULFD FXOWXUDO WUDGLWLRQV ,Q D IDPRXV DUWLFOH E\ >@ ³WKH
*OREDOL]DWLRQRIPDUNHWV´KH DUJXHG WKDW KRPRJHQL]DWLRQRI
FRQVXPHUVZDQWVDQGQHHGVLVEHFDXVHRIQHZWHFKQRORJ\>@
0RGHUQ WHFKQRORJ\ KDV HQDEOHG WKH SRSXODWLRQ WR VHH
LQIRUPDWLRQ DW DQ\ WLPH LQ DQ\ SODFH ZKLFK KDV OHG
FRQVXPHUV OLYLQJ LQDJOREDOYLOODJH >@ ,W LV FRQVLGHUHG WKDW
PRUH DQG PRUH SHRSOH DFURVV WKH ZRUOG ZDWFK WKH VDPH
WHOHYLVLRQ GUDPD OLVWHQ WR WKH VDPH PXVLF FRQVXPH ZHOO
NQRZQJOREDOEUDQGSURGXFWVDQGVHUYLFHVDQGZHDUWKHVDPH
RUVLPLODUFORWKHV>@>@&RQVXPHUVDUHH[SHFWHGWRIDYRXU
VWDQGDUG SURGXFWV RI KLJK TXDOLW\ DQG ORZ SULFH >@ 7KHVH
VWXGLHVKDYHDOVRUHYHDOHGWKDWJOREDOL]DWLRQKDVEURXJKWDERXW
FRQYHUJHQFH LQ LQFRPHPHGLDDQG WHFKQRORJ\DQGSUHVXPHG
WR UHGXFH GLVVLPLODULWLHV LQ FRQVXPHU EX\LQJ EHKDYLRXU
ZRUOGZLGH DOWKRXJK WKLV UHPDLQV FRQWURYHUVLDO DPRQJVW
UHVHDUFKHUV+RZHYHURWKHUDXWKRUVVXFKDV>@EHOLHYHWKDW
FRQVXPHUEHKDYLRUZLOO WUDQVIRUP WREHPRUHKHWHURJHQHRXV
DQG WKHUHIRUH WKH WKHRU\ RI FRQYHUJHQFH LV XQUHDOLVWLF >@
7KHUH DUH FRQVLGHUDEOH GLIIHUHQFHV LQ FRQVXPHU EHKDYLRU
EHWZHHQ LQWHUQDWLRQDO PDUNHWV EHFDXVH RI KHWHURJHQHRXV
FRQVXPHUVFUHDWHGE\FXOWXUDOGLIIHUHQFHV>@7KHUHIRUHLW LV
DSSDUHQW WKH WKHRU\ RI KRPRJHQLVDWLRQ GRHV QRW WDNH LQWR
DFFRXQW FXOWXUDO FUHDWLYLW\ RFFXUULQJ IURP WKH LQWHUDFWLRQ RI
ORFDODQGJOREDOFRPPXQLWLHV&RQVHTXHQWO\KRPRJHQLVDWLRQ
GRHV QRW UHIOHFW UHDOLW\ DQG DOWKRXJK FRQVXPHU FRQVXPSWLRQ
RFFXUV JOREDOO\ SXUFKDVLQJ DQGRU XVLQJ WKH SURGXFW ZRXOG
OLNHO\GLIIHUDFURVVFXOWXUHDVDUHVXOWRISHUFHLYHGYDOXH>@
,90(7+2'2/2*<
$OWKRXJK WKH GHVLJQ RI WKLV VWXG\ FRQVLVWV RI WZR LQLWLDO
H[SORUDWRU\ DQG PDLQ SKDVHV XVLQJ TXDQWLWDWLYH DQG
TXDOLWDWLYHGDWDFROOHFWLRQWHFKQLTXHVDQGDQDO\VLVSURFHGXUHV




PDLQO\ XVHG TXDQWLWDWLYH GDWD JOHDQHG IURP VXUYH\V
TXHVWLRQQDLUH EDVHG +RZHYHU EHIRUH GHVLJQLQJ DQG
FRQGXFWLQJ ODUJHVFDOH TXHVWLRQQDLUH VXUYH\V WKH UHVHDUFKHUV
FRQGXFWHG VRPH VHPLVWUXFWXUHG H[SORUDWRU\ LQGLYLGXDO
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LQWHUYLHZV DV DQ LQLWLDO SLORW VWXG\ DQG VXSSRUWLQJ PHWKRG
7KLVLVEHFDXVHLWLVVWURQJO\DGYLVDEOHQRWWRUXVKLQWRGHWDLOHG
VXUYH\V EHIRUH OHVV H[SHQVLYH DQG PRUH UHDGLO\ DYDLODEOH
VRXUFHV RI LQIRUPDWLRQ KDYH EHHQ H[KDXVWHG >@ 7KXV WKLV
UHVHDUFK VWXG\ IROORZV D VHTXHQWLDO OHVV GRPLQDQWGRPLQDQW
TXDOLWDWLYHTXDQWLWDWLYHPHWKRGRORJ\TXDO48$1ZKHUH WKH




DGYRFDWHG ZLWKLQ EXVLQHVV UHVHDUFK >@ 0L[ UHVHDUFK
PHWKRGV SURYLGH EURDGHU LQIRUPDWLRQ RQ WKH SKHQRPHQRQ




$OWKRXJK WKH UHVHDUFK ZDV FRQGXFWHG LQ WZR VWDJHV RQO\
WKHLQLWLDOH[SORUDWRU\VWDJHZLOOEHGLVFXVVHGLQWKLVSDSHU7R
DFKLHYH WKH DLP RI WKLV VWXG\ LQGLYLGXDO VHPLVWUXFWXUHG LQ
GHSWKLQWHUYLHZVZHUHLPSOHPHQWHG,QWHUYLHZVDUHFRQVLGHUHG
DV RQH RI WKH PRVW FRPPRQ PHWKRGV RI TXDOLWDWLYH GDWD
FROOHFWLRQ >@ WKH\ DUH YHU\ XVHIXO IRU REWDLQLQJ GHWDLOHG
LQIRUPDWLRQ IURP LQWHUYLHZHHV RQ WKH UHVHDUFK¶V VXEMHFW
*LYHQ WKDW WKH ILUVW VWDJH RI WKLV VWXG\ LV H[SORUDWRU\ RSHQ
HQGHG TXHVWLRQV ZHUH XVHG DV WKH\ DOORZ WKH UHVHDUFKHU WR
REWDLQPRUH LQGHSWK LQIRUPDWLRQ DQG DUH SDUWLFXODUO\ XVHIXO
IRU H[SRVLQJ DWWLWXGHV DQG RSLQLRQV >@ >@ 7KLV PHWKRG
DOORZV WR PRGLI\ WKH RUGHU RI TXHVWLRQV DQG DVN DGGLWLRQDO
TXHVWLRQV ZKHUH QHHGHG >@ 7KXV WKH VHPLVWUXFWXUHG LQ
GHSWK LQWHUYLHZHQDEOHG WKH UHVHDUFKHU WRREWDLQ DQXQELDVHG
DQGDFFXUDWHUHFRUGDQGDVNTXHVWLRQVZKLFKPLJKWRWKHUZLVH
QRWEHFDSWXUHGE\WKHVWUXFWXUHGTXHVWLRQQDLUH>@>@7KH
TXHVWLRQV DUH DGDSWHG DQGPRGLILHG IURP WKHSUHYLRXVZRUNV
RI>@>@
7KHVDPSOLQJIUDPHFRQVWLWXWHGRIXQGHUJUDGXDWHVIURPWKH
)HGHUDO 8QLYHUVLW\ RI /DJRV 1LJHULD DQG %RXUQHPRXWK
8QLYHUVLW\8.7HOHSKRQHLQWHUYLHZVZHUHFRQGXFWHGZLWK
WKH VWXGHQWV LQ 1LJHULD  DQG IDFHWRIDFH LQWHUYLHZV ZHUH
FRQGXFWHG ZLWK 1LJHULDQ DQG %ULWLVK VWXGHQWV LQ WKH
%RXUQHPRXWK8QLYHUVLW\7KHGDWDREWDLQHGZHUHGHFRPSRVHG
LQWRWKHWKUHHGLVWLQFWJURXSVDVVWDWHGHDUOLHU
A. British Students 
)LYH UHVSRQGHQWV ZHUH LQWHUYLHZHG VWXG\LQJ DW
%RXUQHPRXWK8QLYHUVLW\7KH\ FRQVLVWHG RI WZRPDOHV DJHG
DQGDQGWKUHHIHPDOHVDJHGDQG
B. Nigeria Students in the UK 
)LYH UHVSRQGHQWV ZHUH LQWHUYLHZHG VWXG\LQJ DW
%RXUQHPRXWK8QLYHUVLW\7KH\FRQVLVWHGRIWKUHHPDOHVDJHG
DQGDQGWZRIHPDOHVDJHGDQG
C. Nigerian Students 
)LYHXQGHUJUDGXDWHUHVSRQGHQWVZHUHLQWHUYLHZHGVWXG\LQJ
DW WKH )HGHUDO 8QLYHUVLW\ RI /DJRV 7KH\ FRQVLVWHG RI WKUHH
PDOHVDJHGDQGDQGWZRIHPDOHVDJHGDQG
7KHUHVHDUFKHUFKRVHXQLYHUVLW\VWXGHQWVSXUSRVLYHVDPSOH
EHFDXVH WKH\ DUH FRQVLGHUHG D KRPRJHQRXV JURXS >@ 7R
LPSURYH WKHUHOLDELOLW\DQGYDOLGLW\RI WKHPHWKRGDQGUHGXFH




ZKLFK ZDV FROOHFWHG IURP WKH VHPLVWUXFWXUHG LQWHUYLHZV
4XDOLWDWLYH FRQWHQW DQDO\VLV LV WKH PRVW FRPPRQ PHWKRG
DGRSWHG ZKHQ FRQGXFWLQJ VHPLVWUXFWXUHG LQWHUYLHZV >@




A. The Influence of Individualism vs. Collectivism on 
Consumer Behaviour in the UK and Nigeria 
+RIVWHGH¶VVWXGLHVGHQRWH WKDW1LJHULDQVKDYHDFRPPXQDO
OLYLQJSDWWHUQZKHUHLQLQGLYLGXDOVKDYHVWURQJHUIHHOLQJVDQGD
VHQVH RI REOLJDWLRQ WRZDUGV WKH LQWHUHVW RI LPPHGLDWH IDPLO\
PHPEHUV H[WHQGHG IDPLO\PHPEHUV DQGPHPEHUV RI VRFLDO
UHOLJLRXVJURXSV WRZKLFK WKH\EHORQJ >@ ,Q DGGLWLRQ >@
VXJJHVWVWKDWWKH1LJHULDQFXOWXUDOODQGVFDSHLVGLYHUVHEXWWKH
SHRSOH UHPDLQ KLJKO\ FROOHFWLYLVW DQG H[SUHVV JHRHWKQLF




LWHPVDUH VKDUHG DPRQJVW VLEOLQJV FRXVLQV LQODZV DQGHYHQ
QHLJKERXUV
7KH UHVXOWV RI WKH GDWD DQDO\VLV VKRZ WKDW 1LJHULDQV DUH
FROOHFWLYLVWV LQ QDWXUH 7KH PDMRULW\ RI 1LJHULDQ EDVHG
LQWHUYLHZHHV SXW JURXS LQWHUHVW RYHU SHUVRQDO LQWHUHVW HQMR\
VKDULQJ D PHDO ZLWK IULHQGV RU UHODWLYHV DQG VKRS ZLWK
FRPSDQ\
“I consider group interest more important than 
personal interest. I will rather pursue the former.” 
5HVSRQGHQW
7KH 8. EDVHG 1LJHULDQ LQWHUYLHZHHV VKDUH VLPLODU WUDLWV
ZLWKWKHODWWHU
“At home in Nigeria, I will go with group interest but 




³I make decisions myself almost all the time but with 
utmost consideration for people around me.´
5HVSRQGHQW
³I make decisions all by myself but sometimes consider 
the opinion of others.´5HVSRQGHQW
7KHVH ILQGLQJV FRQILUP WKH SUHYLRXV UHVHDUFK RI >@ DQG




“I would prefer to go shopping with my friends. Their 
inputs could help me make better choices.”5HVSRQGHQW

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“I would rather have a meal with friends/relatives.”
5HVSRQGHQW
/LNHFRQVXPHUEHKDYLRXU LQPDQ\FROOHFWLYLVWFXOWXUHV WKH
FRQVXPHU EX\LQJ EHKDYLRXU GHFLVLRQ LQ 1LJHULD ZLOO EHDU LQ
PLQGWKHLUIDPLO\¶VQHHGVDQGWKHRSLQLRQRIUHIHUHQFHJURXSV
VXFKDVIULHQGVDQGUHODWLYHV7KHVHILQGLQJVDUHVLPLODUWRWKH
ILQGLQJV RI PDQ\ DXWKRUV VXFK DV >@ >@ 2Q WKH RWKHU
KDQG %ULWLVK LQWHUYLHZHHV GHPRQVWUDWHG KLJK LQGLYLGXDOLVWLF
IHDWXUHV7KHPDMRULW\LIQRWDOOZRXOGUDWKHUSXUVXHSHUVRQDO
LQWHUHVW RYHU JURXS LQWHUHVW DQG VLQJOHKDQGHGO\ WRRN
GHFLVLRQV
“I would rather pursue personal interest. Everybody 
does that!”5HVSRQGHQW
“My decision is most often made by myself without 
input from anyone else.” 5HVSRQGHQW
0RUH VRPRVW DUH LQ WKH KDELW RI HDWLQJ DORQH DQG D IHZ
SUHIHUUHGRQOLQHVKRSSLQJWRVKRSSLQJZLWKIULHQGVDQGIDPLO\
“I will prefer to go shopping alone. It could be time 
wasting going with friends.”5HVSRQGHQW
“I prefer shopping online. It is faster and less 
stressful.” (5HVSRQGHQW
7KHUHIRUH WKH ILQGLQJV RI GDWD DQDO\VLV FRPSO\ ZLWK
+RIVWHGH¶VFODLPWKDWWKH%ULWLVKDUHYHU\LQGLYLGXDOLVWLF>@
0RUHRYHU RXU UHVXOWV DUH LQ OLQHZLWKPDQ\ VWXGLHV VXFK DV
>@>@ ZKR IRXQG WKDW SHRSOH IURP KLJK LQGLYLGXDOLVW
FXOWXUHVDUH OHVV OLNHO\ WREH LQIOXHQFHGE\JURXSV WKDQ WKRVH
IURPFXOWXUHVRIKLJKFROOHFWLYLVP
B. The Influence of Masculinity vs. Femininity on Consumer 
Behaviour in the UK and Nigeria 
$FFRUGLQJ WR >@ WKHPDVFXOLQH FXOWXUH FKDUDFWHU UHIOHFWV
DQ LQWHUHVW LQPDWHULDOLVP DVVHUWLYHQHVV DQG D GULYH WRZDUGV
VXFFHVV$IHPLQLQHVRFLHW\RQWKHRWKHUKDQGJLYHVSULRULW\WR
SHUVRQDO UHODWLRQVKLSV DQG OLYHOLKRRG +LV VWXG\ VKRZV WKDW
1LJHULDQV DUH PDVFXOLQH  MXVW OLNH WKH %ULWLVK 
$FFRUGLQJ WR >@ :HVWHUQHUV DUH PRUH PDVFXOLQH WR WKH
H[FHSWLRQ RI 6ZHGHQ DQG 6SDLQ DQG IRFXV RQ WKH
DFFXPXODWLRQ RI ZHDOWK DQG SRVVHVVLRQ DQG WDNH SULGH LQ
VWDWXVZKLFKLVWKHRSSRVLWHRIIHPLQLQHFXOWXUHV7KHILQGLQJV
RIGDWDDQDO\VLV VKRZ WKDW WKH1LJHULDQVDUHYHU\PDVFXOLQH
%RWK1LJHULDQUHVSRQGHQWW\SHVDUHDLPHGDWEHLQJWKHEHVWLQ
ZKDWHYHU WKH\GR DQGGRKDYHSUHIHUUHGEUDQGV ,QDGGLWLRQ
PRVW SUHIHU SRSXODU EUDQGV ZKLFK DVFHUWDLQ WKHLU VWDWXV LQ
VRFLHW\ RU UHFRJQLWLRQ IURP SHHUV 7KHUH FRQVLGHUDWLRQ IRU
EUDQG QDPHV DQG EUDQG SRSXODULW\ LV D KLJK LQGLFDWRU IRU
PDVFXOLQLW\ +RZHYHU UHVSRQGHQWV YDOXH SULFH DV PXFK DV
TXDOLW\
“I prefer popular brands which everybody will 
recognize; that way people know the value of what I 
have.” 5HVSRQGHQW
“Yes I prefer popular brands. We are Nigerians 
remember!” 5HVSRQGHQW
:LWK UHJDUGV WR WKH %ULWLVK UHVSRQGHQWV WKH ILQGLQJV
LQGLFDWH WKDW VRPH LQWHUYLHZHHVH[SUHVVHG WKDWEHLQJ WKHEHVW
ZDV VDWLVI\LQJZKLOHRWKHUV DGPLWWHG LWZDV QRW DSULRULW\ WR
WKHP DV ORQJ DV WKH\ ZHUH JRRG HQRXJK $OVR WKH %ULWLVK
UHVSRQGHQWVSUHIHUUHGEUDQGVEXWDUHODUJHO\LQGLIIHUHQWZKHQ
LWFRPHVWRFKRRVLQJDSRSXODUEUDQGRYHUDOHVVSRSXODURQH
“I really do not have a preference. Sometimes I go for 
popular brand or less popular.” 5HVSRQGHQW
/DVWO\ PRVW FRQVLGHU TXDOLW\ RYHU SULFH VD\LQJ WKDW D
SURGXFW RI KLJK TXDOLW\ ZLOO ODVW ORQJHU DQG XVXDOO\ UHIOHFWV
WKH\DUHJHWWLQJWKHLUPRQH\¶VZRUWK7KHUHVHDUFKUHVXOWVIRU
WKHVH DUHPL[HG VKRZLQJ DPRGHUDWH OHYHO RIPDVFXOLQLW\ LQ
%ULWLVKFRQVXPHUV
“The price matters, but I always take quality over 
price. It makes me feel more secure´5HVSRQGHQW
C. The Influence of Uncertainty Avoidance on Consumer 
Behaviour in the UK and Nigeria 
3UHYLRXVOLWHUDWXUHUHYHDOVWKDWSHRSOHIURPKLJKXQFHUWDLQW\
DYRLGDQFHFXOWXUHVVXFKDV1LJHULDH[SHULHQFHKLJKHUOHYHOVRI
SHUFHLYHG ULVN UHPDLQEUDQG OR\DO LQ WKHLU SXUFKDVH DUH OHVV
OLNHO\ WRVHHNLQQRYDWLYHSURGXFWVDQGDUHPRUH OLNHO\ WRJHW
LQYROYHG LQ DQ LQIRUPDWLRQ VHDUFK WKDQ WKRVH IURP ORZ
XQFHUWDLQW\ DYRLGDQFH FXOWXUHV VXFK DV WKH8QLWHG.LQJGRP
>@>@>@
7KH UHVXOW RI WKH LQWHUYLHZFRQIRUPV WRSUHYLRXV OLWHUDWXUH
RQWKHXQFHUWDLQW\DYRLGDQFHFXOWXUDOGLPHQVLRQHVWDEOLVKHGE\
+RIVWHGH 7KH PDMRULW\ RI UHVSRQGHQWV IURP1LJHULD DUH QRW
ZLOOLQJ WR WDNH ULVNV RU HQJDJH LQ XQFHUWDLQ VLWXDWLRQV0RUH
VR IHZDUHZLOOLQJ WR WU\QHZIRRGVIURPGLIIHUHQWFRXQWULHV
EXW PRVW RI WKHP SUHIHU WKH WUDGLWLRQDO 1LJHULDQ VSLF\ IRRG
DQGSXUFKDVHSURGXFWVWKH\DUHIDPLOLDUZLWK
“Risk? Yes! I have to be sure of what I am getting into 
before I make a move.” 5HVSRQGHQW
“Yes, all the time I buy products I am familiar with. 
That way I can vouch for it.” 5HVSRQGHQW
$FFRUGLQJ WR WKHVH UHVXOWV 1LJHULD LV D KLJK 8QFHUWDLQW\
DYRLGDQFH FXOWXUH DQG FRQVXPHUV SUHIHU WR EH VXUH DERXW WKH




XQFHUWDLQW\ DYRLGDQFH FXOWXUDO GLPHQVLRQ HVWDEOLVKHG E\
+RIVWHGH >@ 7KH LQWHUYLHZHHV VKRZ D ZLOOLQJQHVV WR WDNH
ULVNVDOPRVWLUUHVSHFWLYHRIWKHVLWXDWLRQ$OVRWKH\DUHH[FLWHG




“I believe we all have to be spontaneous. That is what 
life is about isn’t it?”5HVSRQGHQW
“I am open to trying new things and all types of food.” 
5HVSRQGHQW
D. The Influence of Power Distance on Consumer 
Behaviour in the UK and Nigeria 
3UHYLRXV UHVHDUFK FODLPV FRQVXPHUV IURP SRZHU GLVWDQW
VRFLHWLHVWHQGWRH[KLELWLPSXOVLYHEX\LQJWHQGHQF\WKDQWKRVH
IURP D ORZ SRZHU GLVWDQFH FXOWXUH >@ 7KLV GLPHQVLRQ LV
EDVHGRQ VRFLHWDO HTXDOLW\DQG WKHGHJUHHRI UHVSHFWJLYHQ WR
DXWKRULWDWLYH DQG SRZHUIXO ILJXUHV LQ WKH VRFLHW\ 7KLV LV
UHYHDOHGLQRSLQLRQVHHNLQJDQGUHVWULFWLRQVDSSOLHGEHIRUHRU
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$FFRUGLQJ WR >@ LQWHUQDWLRQDO EUDQGV LQ KLJK SRZHU
GLVWDQFH VRFLHWLHV PDNH UHFRJQLWLRQ RI VRFLDO SRVLWLRQ
GRPLQDQW 3HUVRQV JDLQ LQIRUPDWLRQ IURP XQVSRNHQ
FRPPXQLFDWLRQ DQG EDVH WKHLU SXUFKDVH MXGJPHQWV RQ KRZ
WKH\IHHODERXWWKHEXVLQHVV7KXVRXUILQGLQJVDUHLQOLQHZLWK
+RIVWHGH¶V WKHRU\ZKLFKVXJJHVW WKDW LQKLJKSRZHUGLVWDQFH
FXOWXUHKLHUDUFK\PDWWHUVDQGFKLOGUHQDUHGHSHQGHQWRQWKHLU
SDUHQWVOLNHVXERUGLQDWHVDUHGHSHQGHQWRQPDQDJHPHQW>@
7KH 1LJHULDQ UHVSRQGHQWV GR QRW JHQHUDOO\ EHOLHYH LQ
HTXDOLW\ DQG UHFRJQL]H DXWKRULW\ HLWKHU WKURXJK HGXFDWLRQ
H[SHULHQFHDJHRUVRFLDOVWDWXV
‘Everyone cannot be equal. Like we say in Nigeria, all 
fingers are not equal.” 5HVSRQGHQW
7KLV DOLJQV ZLWK >@ ZKR UHFNRQ 1LJHULDQV UHVSHFW
DXWKRULW\ EH LW FKLOGUHQ WR SDUHQWV RU D GRZQZDUG IORZ RI
LQIRUPDWLRQ IURP DXWKRULW\ WR VXERUGLQDWHV 7KH 1LJHULDQ
UHVSRQGHQWV DJUHHG WKDW WKHLU SDUHQWV UHVWULFW WKHLU SXUFKDVHV
DOWKRXJKHYHU\QRZDQGWKHQJLYHWKHLURSLQLRQ
“Yes, my parents could restrict my purchase.” 
5HVSRQGHQW
“I have to seek my parents’ opinion before I make any 
important decision and sometimes even before I buy a t-
shirt.”5HVSRQGHQW
2QH WKH RWKHU KDQG WKH PDMRULW\ RI %ULWLVK UHVSRQGHQWV
EHOLHYH LQ HTXDOLW\ EH LW IRU VRFLDO UHDVRQV RU SURIHVVLRQDO
KLHUDUFK\
“Yes, I believe everybody should be equal or given 
equal opportunities.” 5HVSRQGHQW
6LPLODU WR RWKHU ORZ SRZHU GLVWDQFH VRFLHWLHV WKH %ULWLVK
UHVSRQGHQWV LQGLFDWH WKDW WKHLU SDUHQWV GR QRW UHVWULFW WKHLU
SXUFKDVHLQDQ\ZD\
“My parents cannot affect my purchase decisions in a 
million years mate.”5HVSRQGHQW
7KLV VWXG\ WKHUHIRUH FRQILUPV SUHYLRXV OLWHUDWXUH ZKHUHLQ
1LJHULDLVFRQVLGHUHGDKLJKSRZHUGLVWDQFHFXOWXUHDQG8QLWHG






RQ FRQVXPHU EX\LQJ EHKDYLRU LQ 1LJHULD DQG WKH 8QLWHG
.LQJGRP 5HIOHFWLQJ RQ WKH OLWHUDWXUH UHYLHZ WKHVH ILQGLQJV
FRUURERUDWH WKH LQWHUUHODWLRQVKLS EHWZHHQ 1& DQG FRQVXPHU
EHKDYLRXUDVHVWDEOLVKHGE\HDUOLHUUHVHDUFKHUV>@>@ZKR
VXJJHVWHG WKDW VRFLDO GLIIHUHQFHV LQIOXHQFH SXUFKDVH QHHG
VDWLVIDFWLRQPXVWEHFRQVLVWHQWZLWKFXOWXUHDQGODVWO\FXOWXUH
GHWHUPLQHV HDWLQJKDELWV DQGJHQHUDOO\ FRQVXPSWLRQSDWWHUQV
)URPWKHLQWHUYLHZVFRQGXFWHGLWLVHYLGHQWWKDW1LJHULDQDQG
%ULWLVK FRQVXPHUV KDYH UHPDUNDEO\ GLIIHUHQW EX\HU DWWLWXGHV
DQG WKLV LV DV D UHVXOW RI WKHLU FXOWXUDO GLIIHUHQFHV EDVHG RQ
YDOXHVV\PEROVKHURHVDQGULWXDOV
$GGLWLRQDOO\ WKH UHVXOWV UHYHDO WKDW PDUNHWHUV DUH EHWWHU
SRVLWLRQHG LI WKH\ DGDSW WKHLU PDUNHWLQJ VWUDWHJLHV DQG
FRPPXQLFDWLRQVWRVXLWWKHFRXQWU\ZKLFKWKH\DUHVHOOLQJWR
$OWKRXJKPDUNHWVDUHFOHDUO\FRQYHUJLQJ>@>@HYLGHQWO\
FRQVXPHUV PDNH YDU\LQJ SXUFKDVH GHFLVLRQV LQ GLIIHUHQW
FRXQWULHV)RULQVWDQFH1LJHULDQUHVSRQGHQWVWHQGWRHDWPRUH
ZLWK FRPSDQ\ IULHQGV IDPLO\ DQG FROOHDJXHV WKDQ DORQH
%ULWLVK +HQFH PDUNHWLQJ IRRG WR 1LJHULDQ FRQVXPHUV
VKRXOG LQFRUSRUDWH µJURXS SDFNDJHV¶ VKDUHG SODWWHUV RU
µEXQGOH GHDOV¶ 7KLV FRQILUPVZLWK SUHYLRXV OLWHUDWXUH RQ WKH
LQIOXHQFH RI FXOWXUH LQ GLYHUJLQJ FRQVXPHU EHKDYLRXU >@
>@>@
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